






 硕  士  学  位  论  文 
国家电网公司品牌建设研究  
Research on Brand Building  
of State Grid Corporation of China 
 
涂汉东 
指导教师姓名：戴亦一   教授 
专 业 名 称：工商管理(MBA) 
论文提交日期：2 0 1 3 年   月  
论文答辩时间：2 0 1 3 年   月  
学位授予单位：厦  门  大  学  
学位授予日期：2 0 1 3 年   月  
 
            答辩委员会主席：          
          评    阅    人：          
 






























































分类号      密级      


































另外，该学位论文为（                            ）
课题（组）的研究成果，获得（               ）课题（组）


















































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 






                             声明人（签名）： 

















































































State Grid Corporation of China（SGCC） is the world's largest utility company 
in the construction and operation of the power grid as its core business. Currently, 
the development of the natural monopoly enterprises is facing unprecedented 
challenges, to create a enterprise brand that public and stakeholders widely 
recognized has a very important role for the sustainable development of SGCC. 
This thesis obtains from the reviewing the development of brand theory, 
analyses the universal law of the building of the enterprise brand, refines the 
analysis model of brand construction, reflects the five important stages of the brand 
building as “refining the core value of brand”、“show brand image”、“brand attitude 
and evaluation ”、“brand association”、“brand relationship building". With this model 
as a guide, combining with the special attribute of the natural monopoly enterprises, 
the company to build brand characteristics of natural monopoly are analyzed. 
This thesis analyzes the internal and external environment and the current 
status of the brand building of SGCC, references the objective data by the area of 
Fujian in 2011 SGCC brand present situation investigation for empirical research，
presents the development direction、goals、ways。Article on the development strategy 
and mechanism innovation carried on the thorough research, from the brand 
planning、brand communication、brand maintenance、brand building, from the brand 
value chain、 issues management、 build brand experience and other aspects, 
sketched out all-round brand development strategy of the brand building of SGCC. 
This thesis through to the natural monopoly characteristics of state grid 
corporation brand building development strategy research, provides powerful 
theoretical analysis and practice guidance for shaping "responsible state" as the core 
of SGCC brand and enhancing corporate soft power comprehensively. 
The research results of this thesis can not only serve the units of SGCC to carry 
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characteristics of utility companies to carry out brand building for reference. 
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第一章  绪论 
 1
第一章  绪论 
第一节  研究背景 
国家电网公司于 2002 年 12 月 29 日成立，以建设和运营电网为核心业务，
承担着保障更安全、更经济、更清洁、可持续的电力供应的基本使命，经营区
域覆盖全国 26 个省（自治区、直辖市），覆盖国土面积的 88%，供电人口超过
11 亿人。2012 年，公司名列《财富》世界企业 500 强第 7 位，是全球最大的公
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